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The survey to determine consumer preferences in sv/eet po-
tatoes was conducted in five Louisiana cities and in Chicago. Rec-
ords of purchases in retail stores and interviews with over 3,000
consumers reveal
:
1. With U. S. No. 1, U. S. No. 2, and cull sweet potatoes priced,
respectively, at the ratio of 7 cents, 5 cents, and 3.5 cents a
pound, customers purchased 80.9 per cent U. S. No. I's, 16.3
per cent U. S. No. 2's, and 2.8 per cent culls. In the tests be-
tween U. S. I's and U. S. 2's, the purchases were about four
to one in favor of the former.
2. With U. S. No. I's divided according to size, that is, the small
size weighing up to 7 ounces, the medium size 8 to 12 ounces,
and the large size weighing 13 to 24 ounces, and all sizes
priced the same, customers purchased 34.7 per cent small size,
49.3 per cent medium size and 16.0 per cent large size.
3. Eighty-five per cent of the customers were housewives, 10
per cent husbands, and 5 per cent children, servants, or
friends of the family.
4. The average size of the family was 3.3 persons. The principal
consumers of sweet potatoes, according to the reports, are
adults.
5. Sweet potatoes are served to the family an average of 2.2 days
a week.
6. The average size purchase at the grocery stores was 3.4
pounds.
7. Fifty-five per cent of the customers said they oven-baked the
sweet potatoes, 22 per cent candied them, 10 per cent fried
them, 6 per cent cooked them with meat, and 7 per cent made
them into pies, puddings, and the like.
8. Appearance in the sweet potatoes was very important. Color,
shape, size, and smoothness had much to do with the price
the consumer was willing to pay and the total amount that
was purchased.
9. The use to be made of the sweet potatoes is an important fac-
tor in grading for the retail stores. Those too small are in-
clined to be stringy, and not enough for one serving when
baked; those above 12 ounces are somewhat too large for a
single serving and require too much cooking time and fuel.
The ideal potato for baking is well-shaped and weighs one-half
pound. The popular range is from 7 to 12 ounces.
10. Careful grading of sweet potatoes will help maintain a good
price and increase consumption. In the long run, it should
mean greater returns for the producers.
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CONSUMER PREFERENCES IN SWEET POTATOES
By J. M. Baker
Introduction
Commercial production of sweet potatoes has become a major
farming enterprise in Louisiana and is growing rapidly. According
to the Louisiana State Department of Agriculture, the amount of
this product marketed increased from 3,104 carlot equivalents in
1940-41 to 15,031 carlots during the season of 1945-46, an increase
of 484 per cent. All of the 1945 commercial sweet potato crop, ex-
cept about 25 per cent used for processing, moved to the fresh
vegetable markets of this and 20 other states. Along with im-
proved varieties and yields, some of the enthusiasm over produc-
tion no doubt has been due to heavy demand and good prices dur-
ing the war period. As the country returns to peacetime conditions
and orders for the armed forces decline, farmers may have to de-
pend more and more on expanded civilian consumption as an out-
let for the increased production.
To increase consumption of sweet potatoes, two basic factors
must be kept in mind. One is to get present consumers to purchase
more per capita and the other is to enlarge the number and range
of consumers. The first step in this direction would be to find out
what qualities in sweet potatoes are most desired by the con-
sumers, and follow this with suitable programs of education and
advertising. This study is designed, therefore, to obtain from the
consumers, first hand, their preferences for the different quahties
in sweet potatoes and to compile the information for special use
by producers and shippers.
In planning and conducting the study three agencies were
especially helpful. The Great Atlantic and Pacific Tea Company
provided the sweet potatoes and most of the marketing facilities.
Its personnel assisted in working out the schedules for use in the
stores ; the Louisiana State Market Commission, through the Fed-
eral-State inspection service, supervised the grading of the sweet
potatoes and helped finance the study conducted in another state
;
the Horticultural Research Department, and the Home Economics
Division of Agricultural Extension Service, Louisiana State Uni-
versity, assisted in the preparation for the survey and in obtain-
ing the data.
The over-all study was divided into three lesser studies. The
first of these was conducted in New Orleans during March, 1945
the second was made on a state-wide basis in Louisiana in Decem-
ber, 1945, and included the cities of Alexandria, Baton Rouge, Mon-
roe, New Orleans and Shreveport; and the third study was con-
ducted in Chicago during March, 1946. A total of 19 retail food
stores was used.^ The type and location of the stores were selected
1 At Alexandria, two Rush Super Markets and one A & P Store; at New Orleans, three
A & P Stores; at Baton Rouge, one H. G. Hill Store and two A & P Stores; at Monroe, two
Erice's Super Markets, and Caldwell Bros, and E & P Groceries and Markets (West Monroe)
;
at Shreveport and Chicago, three A & P Stores each.
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to give a good cross-section of the industrial, racial, and purchasing
power classification of the consumers. The smaller studies will be
referred to in this report as ''New Orleans," ''State-wide," and
"Chicago."
The general purpose of the project was pursued with three
main objectives: (1) to determine the relative amounts of the dif-
ferent grades of sweet potatoes consumers will take at different
prices; (2) to test the importance of the size of sweet potatoes in
consumer preferences; and (3) to obtain from customers of the
retailystores information on the principal buyer for the household,
the size of family, frequency of serving sweet potatoes, size of
purchases, and the different methods of cooking.
Preferences Based on Grade
The sweet potatoes used in the tests were of the regular com-
mercial grades and of the Porto Rico variety. This part of the
study extended over a three-day period, and at New Orleans and
Chicago comprised U. S. No. 1 and U. S. No. 2 grades. In the state-
wide study, the same grades were used with an additional exhibit
of cull sweet potatoes, as shown in Figure 1. At all stores the usual
methods of handling this product were followed. Price schedules
based on units of one to five pounds were employed in all cases,
except during the first study at New Orleans, where the sweet
potatoes were priced in two-pound quantities. The schedules, of
which a sample appears in the Appendix, were used to eliminate
the influence of pricing on the size of individual purchases. The
influence of price on consumer choices was measured by lowering
the prices of the U. S. No. 2's and the culls successively on the
second and third days of the test period. Although the base price
from which the schedules were constructed varied from one city,
or one store, to another, the grade-price ratios remained practically
the same throughout the study.
In most cases, the managers assisted in keeping daily records
of purchases, and special assistance was employed to interview cus-
tomers and compile the desired information. The amount and per-
centage of the different grades of sweet potatoes purchased by
consumers at the different prices are presented in Table 1.
State-wide Study
The state-wide study in Louisiana was somewhat broader in
its survey than the studies made at New Orleans and Chicago. In
addition to reaching a wide range of consumers in the cities, it in-
cluded stores patronized also by rural people.
According to the table, the total of 1,580 pounds of sweet po-
tatoes purchased during the first day of the test included 83.6 per
cent U. S. No. I's, 11.5 per cent U. S. No. 2's, and 4.9 per cent culls.
The 1,973 pounds taken the second day comprised 81.6 per cent
U. S. No. I's, 17.2 per cent U. S. No. 2's, and 1.0 per cent culls.
The 1,394 pounds purchased the third day were 77.5 per cent U. S.
No. I's, 20.3 per cent U. S. No. 2's, and 2.2 per cent culls. The
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Table l. Amount and Percentage of Different Grades of Sweet Potatoes
Purchased by Consumers at Retail Food Stores, Based on Grade and Price
Differentials in Selected Cities, 1945 and 1946'-"
Study and Pouitds Average per cent and price per pound, by grades
atics Purchased U. S. No. 1 U. S. No. 2 Culls Total
State-wide (First Day) ( 7c ) ( 6c ) ( 4c )
Alexandria 505 90.1 9.9 .0 100.0
Baton Rouge 342 78.4 13.2 8.4 100.0
Monroe 256 83.3 11.6 5.1 100.0
Shreveport 477 82.5 11.4 6.1 100.0
All Cities 1.580 83.6 11.5 4.9 100.0
(Second Day) ( 7c ) ( 5y2C ) ( SVzC )
Alexandria 460 94.2 5.8 .0 100.0
Baton Rouge 756 80.2 14.9 4.9 100.0
Monroe 415 80.0 20.0 .0 100.0
Shreveport 342 71.8 28.2 .0 100.0
All Cities 1,973 81.6 17.2 1.0 100.0
(Third Day) ( 7c ) ( 4y2C ) ( 3c )
Alexandria 425 100.0 .0 .0 100.0
Baton Rouge 487 84.1 13.1 2.8 100.0
Monroe 272 62.1 37.2 .7 100.0
Shreveport 210 64.0 30.8 5.2 100.0
All Cities 1,394 77.5 20.3 2.2 100.0
Above Study 4,947 80.9 16.3 2.8 100.0
Chicago 3,745 80.0 20.0 — 100.0
New Orleans 7,730 79.0 21.0 — 100.0
All Studies 16,422
* In New Orleans, the base price per pound for U. S. No. 1 sweet potatoes was 8 cents
and for U. S. No. 2's, 7 cents. For the same grades in Chicago, the base price was 10 cents
and 8 cents, respectively. For the complete price schedule used in most of the cities in the
state-wide study, see Appendix.
averages of all the cities during the period were 80.9 per cent I's,
16.3 per cent 2's, and 2.8 per cent culls.
The influence of price on consumer preference for the differ-
ent grades of sweet potatoes also is indicated by the data. As the
prices of the lower grades declined during the period, the relative
amount of U. S. No. 2's purchased increased from 11.5 per cent to
17.2 per cent, while the amount of U. S. No. I's taken decreased
from 83.6 per cent to 80.9 per cent. The movement of culls reacted
very little to change in price. On the average, about 19 per cent of
the purchases appear to have been affected by differences in price.
New Orleans Study
At New Orleans, where the first study of consumer prefer-
ences was made and cull sweet potatoes were not included, a one-
price schedule was used throughout the three-day period, that is,
two pounds of U. S. No. I's for 15 cents and two pounds of U. S.
No. 2's for 13 cents. The total purchases in the retail stores during
the time were 7,630 pounds, of which 79 per cent were of the U. S.




At Chicago, where the tests also were with U. S. No. 1 and
U. S. No. 2 grades of sweet potatoes, the varying price schedule
was used but no day to day records were kept of the purchases.
The total of 3,745 pounds taken during the test period in three
large and widely distributed food stores represented 80 per cent
U. S. No. I's and 20 per cent U. S. No. 2 grade.
Other Statements and Observations
The data examined thus far in the studies of grade prefer-
ences in sweet potatoes indicate principally three things: (1) on
the basis of display and difference in price, consumers prefer the
U. S. No. 1 grade sweet potatoes over the U. S. No. 2's in the ratio
of about four to one
; (2) under present conditions, price difference
is a minor factor in consumer choices; and (3) even at low prices,
culls have no place on the fresh sweet potato market.
Some additional information was obtained through interviews
with the customers in the stores and from general observation of
customer reactions to the different grades of sweet potatoes on
display. For example, after a customer had selected the sweet po-
tato bin to ''pick" from, she was asked, ''Why did you choose that
bin?" (No grade labels were attached.) If it was the bin of U. S.
No. I's, she almost invariably would say, "They looked better,"
and then would explain that those sweet potatoes were better col-
ored and shaped, smoother and of a more uniform size than the
ones in the other bins. If she had selected the bin of U. ,S. No. 2's,
the reason usually was the lower price. All who observed carefully
the consumers making their choices were impressed by the indi-
cated economic importance of having good quality sweet potatoes
accompanied by good appearance, or attractive display. The old
adage that "goods well displayed are half sold" has an application
to sweet potatoes.
On the side, observations were made in Chicago of shipments
of U. S. No. 1 sweet potatoes from Louisiana other than the lot
from which the test exhibits were taken. And even though these
shipments bore the U. S. No. 1 label, they contained a sufficient
amount of broken, misshapen and off-size sweet potatoes to in-
jure the display, slow down the demand, and cause some of the
product to be discarded as waste. Producers pay useless and avoid-
able expenses in attempting to market undesirable and often un-
salable sweet potatoes.
Preferences Based on Size
During the first study in New Orleans, in which no size tests
were conducted, it was observed that customers in the retail stores
selected sweet potatoes considerably from the standpoint of size
and uniformity, and that these factors were probably related to
specific uses. Consequently, in the two succeeding studies size tests
were included.
9
U. S. No. 1 U. S. No. 1 TJ. S. No. 1
(small) (medium) (large)
Fig. 3.—Picture of Sweet Potato Exhibit in an A & P Pood Store in Chicago
Indicating Consumer Preference for the Different Sizes.
The sweet potatoes in these studies were divided into three
sizes, namely, small, medium, and large. The small size included
sweet potatoes ranging from the minimum for the U. S. No. 1
grade to a maximum of 7 ounces in weight ; the medium size
ranged from 8 to 12 ounces; and the large size from 13 to 24
ounces. The different sizes were priced the same, and displayed
side by side, as shown in Figure 2.
The results of the size tests in five Louisiana cities and in
Chicago are given in Table 2. As consumers purchased from the
exhibits 13,531 pounds of the sweet potatoes they indicated their
preferences by taking 34.7 per cent small size, 49.3 per cent
medium size, and 16.0 per cent large size.
In their selection of sweet potatoes in the stores, customers
explained that size was closely associated with the methods of
TABLE 11. Amount and Percentage of Different Sizes of U. S. No. 1 Sweet
Potatoes Purchased at Retail Stores in Selected Cities, 1945 and 1946
Po u n lis Arcrage pe r cen t of pu rchases, by size
Cities Purchased Small Medium Large Total
Alexandria 1,040 40.7 44.5 14.8 100.0
Baton Rouge 1,031 32.7 56.5 10.8 100.0
Monroe 1,372 42.7 51.8 5.8 100.0
New Orleans 5,960 33.6 43.6 22.8 100.0
Chicago 2,568 20.7 56.7 22.6 100.0
All Cities 13,521 34.7 49.3 16.0 100.0
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preparation and cooking-. For instance, if used for oven baking,
the large size would not cook thoroughly while the rest of the
meal was being prepared. If too small, one sweet potato would
not be enough for one serving and often was found to be stringy.
Extremes were to be avoided. Many of the very small and the
very large sizes, especially the latter, were used for casserole
dishes, pies and puddings. The most popular size range based on
weight, and therefore the ones in greatest demand, were the sweet
potatoes weighing from 7 to 12 ounces.
In addition to the waste in the undersized sweet potatoes in
the retail stores, those above 15 ounces in weight slow down the
sales and affect the total volume of purchases. From a business
standpoint, the findings in the size tests should be of special in-
terest to producers, for, the nearer the sweet potatoes offered
for sale come to pleasing the consuming public, the greater will
be the amount purchased and the better will be the price. It is no
doubt unwise to include in shipments to the fresh markets sweet
potatoes that may not net expenses and at the same time may
even seriously curtail demand. More advantageous outlets should
be used.
Members of Household Buying Sweet Potatoes
The number and percentage of the different members of the
household purchasing sweet potatoes in the retail stores are shown
in Table 3.
Of the 3,032 customers interviewed who purchased sweet
potatoes in the five Louisiana cities and in Chicago, an average
•of 85.3 per cent were wives, 9.8 per cent husbands, and 4.9 per
cent children, servants or friends of the family. A few probably
represented small restaurants. The relatively wide variations
shown among the cities may have been due to difference in type
and location of the stores. It is chiefly the housewife with her
TABLE III. Number and Percentage of Different Members of the House-
hold Purchasing Sweet Potatoes at Retail Stores in Selected Cities, 1945
AND 1946
Number Average per cent of different purchasers
Cities Furchasers Wives Husbands Others'^ Total
State-widet
Alexandria 328 83.5 12.8 3.7 lOO.G
Baton Rouge 441 89.8 8.4 1.8 100.0
Monroe 239 82.5 14.3 3.7 100.0
New Orleans 1,234 87.5 8.6 3.9 100.0
Shreveport 305 88.9 9.5 1.6 100.0
Chicago 485 80.3 5.0 15.0 100.0
All Cities 3,032 85.3 9.8 4.9 100.0
* Child, servant or friend.
i
The separate New Orleans study is included.
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preferences, however, who will determine the kind of sweet pota-
toes best suited to retail trade.
Size of Families Buying Sweet Potatoes
It is important for those who wish to advertise sweet pota-
toes for human consumption to know whether present or potential
consumers are adults or children. This information is presented
in Table 4, which represents interviews with over 3,000 consumers
in the widely distributed cities.
The data indicate that over one half, or 53.2 per cent, of the
families comprised from two to three persons, including parents,
and that over three-fourths, or 77.1 per cent, numbered less than
five. The average size of family for all the studies was 3.3 per-
sons. The indications therefore are that the principal consumers of
fresh sweet potatoes are adults, and that there is probably a large
untapped market for this product as an especially good food for
children.
TABLE IV. Percentage of the Different Sizes of Families Purchasing Sweet
Potatoes at Selected Retail Markets, 1945 and 1946
Study and Pgr cent of families of different
sizes











Studies 5.0 28.5 24.7 18.9 11.7 6.3 3.0 1.9 100.0
NOTE—Average size of family including parents: New Orleans, 3.6 persons; Louisiana
state-wide, 3.5; and Chicago, 2.7. Average of all cities, 3.3 persons.
Frequency of Serving Sweet Potatoes
The frequency with which sweet potatoes are served to 2,358
families in five Louisiana cities is indicated in Table 5. Of the
families represented at 15 stores of these cities, 67.9 per cent are
served sweet potatoes an average of from one to two days a week.
The customers as a whole serve their households this food an
average of 2.2 days a week.
Size of Individual Purchases
A knowledge of the average size purchase of sweet potatoes
at the retail stores should be valuable to store operators in calcu-

























TABLE V. Number of Days a Week Sweet Potatoes Are Served to I^amilies,
AS Reported by Customers at 15 Retail Stores in Selected Cities, March and
December, 1945
Customers Days a week served to family Average
City Reporting One Two Three Foicr-up Total Days Served
Number Per cent of families reported Number
Alexandria 298 24.2 40.6 17.8 17.4 100.0 2.3
Baton Rouge ... - 415 21.4 36.9 18.8 22.9 100.0 2.4
Monroe 228 26.3 43.3 18.0 12.3 100.0 2.2
New Orleans .... 1,142 38.5 37.7 14.1 10.4 100.0 2.0
Shreveport 275 15.3 37.1 25.1 22.5 100.0 2.5
All Cities 2,358 29.8 38.1 17.0 15.1 100.0 22
sweet potatoes for the retail trade. A report from over 2,000 re-
tail store customers indicating the percentages of different sizes
of purchase of sweet potatoes by grade and by size is presented
in Table 6.
Of the individual purchases of from one to six pounds and
above, about 55 per cent were in two- and three-pound quantities.
The largest average-size purchase was 4.1 pounds of the U. S. No.
1 small size. The average for all the sizes combined was 3.4 pounds.
TABLE VI. Percentage of Different Sizes of Individual Purchases of Sweet
Potatoes at Retail Stores in Selected Cities, 1945 and 1946
Size Studies
of New Orleans'^ La. State-wide Chicago All
Purchase ^eg.'\ R^g- Small Medium Large Reg
1 pound 10.0 4.1 7.5 5.7 1.4 3.4 4.4
2 pounds 41.2 20.8 30.4 20.4 13.7 41.6 25.4
3 pounds 12.6 29.3 27.8 29.7 24.7 37.1 29.7
4 pounds 26.0 12.3 17.0 17.7 12.3 12.4 15.6
5 pounds 6.0 18.0 12.1 15,3 27.4 4.4 15.4
6 pounds and up 4.2 9.3 5.3 11.5 20.5 1.1 9.5
Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0
Pounds
Average 3.0 3.5 4.1 3.5 3.1 2.8 3.4
* New Orleans not used in "All" because of different pricing methods,
t Regular U. S. No. 1 and U. S. No. 2 sweet potatoes.
Methods of Cooking Sweet Potatoes
All consumer preferences for sweet potatoes at the retail food
stores are based on the use to be made of the selection. House-
wives, who are the principal customers, prepare the product in
some special and popular way for the family. The number of times
each method of cooking sweet potatoes was given by the customers
at the stores is shown in Table 7.
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TABLE VII. Methods of Cooking Sweet Potatoes as Reported by Consumers
AT Retail Food Stores in Selected Cities, 1945 and 1946
Times different methods of cooking were reported
All Oven With
Methods Bake Candy Fry Meat Other''' Total
Number Per cent
Alexandria 471 55.2 22.1 7.0 10.2 5.5 100.0
Baton Rouge 655 56.4 17.5 16.5 6.6 3.0 100.0
Monroe 400 51.0 25.2 10.0 4.8 9.0 100.0
New Orleans 2,071 46.1 20.9 15.3 10.4 7.3 100.0
Shreveport 474 53.8 24.3 8.6 3.8 9.5 100.0
Chicago 485 65.0 22.0 5.5 — 7.5 100.0
All 4,554 54.6 22.0 10.5 6.0 6.9 lOO.O
* Such as puddings and pies.
In the study in five Louisiana cities and in Chicago methods
of cooking sweet potatoes were mentioned 4,554 times. Of these,
oven-baking was recorded 54.6 per cent of the times, candying 22.0
per cent, frying 10.5 per cent, cooking with meat 6.0 per cent, and
other methods, such as making them into pies and puddings, 6.9
per cent. In Chicago, as well as in Louisiana, people seem partial
to oven-baked sweet potatoes; hence the decided preference for
the medium size.
The preparation of sweet potatoes by candying may increase
with the return of a normal supply of sugar. The data indicate that
consumers in Louisiana prepare sweet potatoes in more different
ways than the people of Chicago.
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Appendix
ONE OF THE PRICE SCHEDULES USED IN SWEET POTATO
GRADE AND SIZE TESTS*
First Day




1 Ih Ru 1 lb. 4
Z IDS. 1 Q Z IDS. 11 7<
3 lbs. 20 3 lbs. 17 3 lbs. 11
4 lbs. 26 4 lbs. 22 4 lbs. 14
0 IDS. oo 0 IDb. 5 lbs. 18±0
Second Day
1 ID. 71 1 Ih 1 Ih 3%
Z IDS. ID 9 lb<; 10lU 2 lbs. 6
3 lbs. 20 3 lbs. 15 3 lbs. 9
4 lbs. 26 4 lbs. 20 4 lbs. 12
5 lbs. 33 5 lbs. 25 5 lbs. 15
Third Day
1 lb. 7 1 lb. 41/2 1 lb. 3
2 lbs. 13 2 lbs. 8 2 Ibi. 5
3 lbs. 20 3 lbs. 12 3 lbs. 8
4 lbs. 26 4 lbs. 16 4 lbs. 10
5 lbs. 33 5 lbs. 20 5 lbs. 13
U. S. No. 1 (Small) U. S. No. 1 (Medlum ) U. S. No. 1 (Targe)
1 lb. 7 1 lb.. 7 1 lb. 7
2 lbs. 13 2 lbs. 13 2 lbs. 13
3 lbs. 20 3 lbs. 20 3 lbs. 20
4 lbs. 26 4 lbs. 26 4 lbs. 26
5 lbs. 33 5 lbs. 33 5 lbs. 33
* Although different price schedules were used for different cities and stores, the grade-
price ranges and relations were about the same.
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